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P R E F A C £ 
Word has been witness ing numerous, changes, which 
occur a t each and every moment, somewhere o r the o the r , 
Man has progressed tremendously has reached the moon and 
i s t r y ing t o scam beyohd i t . 
The advancement in soc ie ty opens new v i s t a s . 
The advancement i a s tandard of l i v i n g , the increase 
in publ ic income has led t o genera t ing demand for conceivable 
product a l l over the world. Consumer produc ts l i k e r e f r i g e -
r a t o r s , t e l e v i s i o n , automobiles, e l ec t ron ic goods e t c , 
have become inseparable items now. 
The requirements to having a r e f r i g e r a t o r among 
the middle and upper middle c l a s s e s are high. 
This motivated a large number of manufacturers to 
produce r e f r i g e r a t o r s and t o coirpete with each o ther . 
Not only t h i s , many foreign conpanies have entered the 
Indian market. This has r e su l t ed in the s t i f f conpe t i t i on 
among the r e f r i g e r a t o r s manufacturers. S t i f f conpe t i t i on 
in the market has made the purchaser aware of var ious 
cho ices a t h i s d i sposa l . Every conpany i s t ry ing t o show 
tha t i t s product is the best one. In t h e i r effor ts 
to show that t he i r product i s superior to o thers , 
they have launched a t i rade of advertisement and other 
sa l e s prcmotion, technique to wool the consumers. 
Under these circumstances, i t becomes an 
inportant task to find out the consumer behaviour and 
brand preference for refr igerator which influences the 
purchasing decision. 
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C H A P T E l U l 
1 . INTRODUCTION 
(A) PRODUCT PROriLE : 
1«1 REFRIGERATION : - Ttie terms "Refr igerat ion" has been 
def ined by var ious authors i n d i f f e r e n t ways, A few 
Of them have been g i v e n below* 
( i ) Gunthers R.C, d i f i n e s Re fr igera t ion as "the p r o c e s s of 
removing heat from a substence"« 
( i i ) The American S o c i e t y of Refr igerat ing Engineers d e f i n e s 
Refr igerat ion "as the Sc ience of prov id ing and maintaining 
tempratures below t h a t of the s u r r o u n d i n g s . . . . . " 
(i i i)Rc*>inson and Dickson says t h a t "the Re fr igera t ion 4,s a 
p r o c e s s in which heat i s removed from the surround ings . . . " 
Thus Refr igerat ion means the process of the c o o l i n g of 
Substance r e l a t i v e l y . The a r t of c o o l i n g i s achieved by 
S c i e n t i f i c p r i n c i p l e s . And hence the c o n t r o l l e d removal and 
a d d i t i o n of heat i n v o l v e s many a p p l i c a t i o n of jaws of p h y s i c s . 
^•2 U P O R T ^ E ; Man from very e a r l y p e r i o d are dynamic. 
They always t r y t o g e t new i d e a s , new t h i n g s , iaprove-
ment in e^cisting t h i n g s e t c . After world war I I , many 
mission oriented and inter-decipl inary research work 
took place due to social needs and i t s upliftment t he i r 
fore they invented many things for social needs among 
which refr igerat ion is one of the inportant out come of 
necessity. Pr ior to the invention of the refr igerat ion 
system ice was used for cooling which was not technically 
sc ien t i f ica l ly advanced. 
The f i r s t a r t i f i c i a l Refrigeration was designed 
and potented in England in 1990 by Thomas, Harris and 
JbOn perkins invented another Refrigeration system which 
was a hand operated machine. In 1851/ Dr. Jhon Gomie of 
Florida obtain the f i r s t American patent for an ice machine. 
In i860 / Dr. James Harrison of Australia made the 
world's f i r s t i n s t a l l a t ion of ref r igera t ing equipments in 
brewery. 
The f i r s t absorption system refr igerat ion was 
invented by Ferdinand Carre in 1941. i t was based on 
the cut-off supply of natural ice. In absorption system 
and obsozber ( i . e . e i the r a l iquid or Solid medium) i s 
selected which has a f f in i ty for the reft±gerent jany 
substance that absorbs heat though, expansion or exaporationj 
vapour at some lower tenperature and the refr igerent vapour 
which wil l be separated from the absorber a t higher tenp. 
Thus a p a i r of such f l u i d s s e l e c t e d i s employed in r e f r i g e r a t i o n 
u n i t . 
Ferdinand C a r r e used Airanonia as r e f r i g e r a n t and w a t e r as 
an o b s o r b e r . The f i r s t e v e r domest ic r e f r i g e r a t o r was made in 
1956. This was t h e ' ' r e s u l t of t h e r e s e a r c h of B r i t i s h p i o n e e r 
Lord K e l v i n , which fed t o i t s c o n s t r u c t i o n . Therefore t h e 
f i r s t r e f r i g e r a t o r was named of t h e "KELVINATOR'.' 
Domestic r e f r i g e r a t i o n i s a box on c a b i n e t t h a t c o n t e e n s 
commodi t ies c o o l by means of i c e . According t o I n d i a n S tandard 
S p e c i f i c a t i o n , r e f r i g e r a t o r i s a Cabinet which has scxirce of 
r e f r i g e r a t i o n and i s u sed f o r the s t o r a g e of food a t t e n p e r a t u r e 
O.C, I n i t , food r e t u i n s i t s t a s t e , c o l o u r , f l a v o u r , v icamin 
c o n t e n t s and keeps f o r l o n g e r p e r i o d . 
1 . 3 . C o n f i g u r a t i o n of r e f r i q u r a t l o n : 
ZHE REFRIGERATOR MAY BE DIVIDED INTO THREE PARTS ; 
i ) R e f r i g e r a t i o n system 
i i ) I n s u l a t e d s t e l l c a b i n e t 
i i i ) I n t e r i o r Arrangement. 
i ) R e f r i g e r a t i o n System s The r e f r i g e r a t i o n system c o n s i s t s 
of f o u r p r i n c i p l e s components I n t e r connec t ed between them-
s e l v e s by c o p p e r t u b i n g s . 
't 
(a) Refrigerant : 
For the operation of refr igerat ion system a medium 
i s required which i s cal led refr igerant . Any subtance which 
absorbs heat through evaporation or i s e^qpansion usually 
cal led as ref r igerant . 
Following are the commonly used refr igerant : 
Freon -113 Methyl Chloride Freon-ll , Freon-12, Freon-21, 
Amn»nia (717) e tc . 
(b) Compressor ;~ 
Conpressor is one of the roost important conponent 
of the system which i s considered to be heart of the 
refr igera tor , f i t t e d a t the back of the V Cabinet at the 
bottom. 
^ e r e are three kinds of compressor which are 
usually enployed in the refr igerator .They are-
-Open stype 
-Semi boiled type or semi hermatic type 
-Welded or sealed hermatic type 
c) gondensor : - I t is a another inportant coirponent of the 
System which i s a heat exchanger. 
The heat t ransfer by i t causes the refr igerant rapour 
to condense i , e , condensation occurs a t a given tenp. I t is 
attached a t the back of the cabinet , 
(d) ExDorator or the Frozen Food chestj I t i s the topmost 
system of the ref r igera tor and allows freezing in a l l 
sides which contains ice t rays and provide space for the 
freezing. 
( i i ) Insulated s teel Cabinet « The cabinet i s made of 
s tee l sheets of some ^ e c i f i c dimension, which i s 
insulated with Slabs of 2-3" thick glass wool, 
( i i i ) I n t e r i o r Arrangement ; The in te r io r arrangement of the 
ref r igera tor consis ts of three pa r t s , 
a) Inner i ineg •• 
This i s up of high inpact polystrene and i s rus t proof. 
I t contains food shelves and other conponents, 
(b) Batt le t ray 
(c) C r i s p e r t r a y 
1,4 REFRIGERATICN INDUSTRY IN INDIA : 
In t h e b e g i n n i n g , r e f r i g e r a t o r p r o d u c e r s were q u i t e 
few in numbers b u t a f t e r t h e r a p i d growth of Indus t r i a l i s e -
t i o n in t h e c o u n t r y in a l l d i m e n s i o n s , t h e a i r c o n o i t i o n s 
i n d u s t r y t a k e l e a p towards s e l f - s u f f i c i e n c y w i t h i n a 
s h o r t span of t i m e . 
Before t h e independence , I n d i a had no manufac tu r ing 
f a c i l i t i e s f o r a i r c o n d i t l o n i n g and r e f r i g e r a t i o n equipment. 
The f o r e i g n exchange c r i s i s of 19 58 had l ed t o the 
e s t a b l i s h m e n t of manufac tu r ing u n i t s , th rough in a modest 
way. In f a c t , t h o s e were t h e assembly u n i t s f o r v a r i o u s 
makers of I j ipor ted c o n p r e s s o r . I t v.as in 19 68 t h a t Ind ia 
a c t u a l l y s t a r t e d manufac tu r ing i t s own c c m p r e s s o r s f o r 
r e f r i g e r a t o r s and o t h e r conponen t s . 
At p r e s e n t , I n d i a i s p r o d u c i n g abou t 700,000 r e f r i -
g e r a t o r s . I t i s i n p o r t a n t t o p o i n t o u t t h a t I n d i a i s the on ly 
d e v e l o p i n g c o u n t r y which has a c h i e v e d s e l f - s u f f i c i e n c y in 
t h e f i e l d of r e f r i g e r a t i o n and a i r c o n d i t l o n i n g . 
1.5 THE REFRIGERATCR CO J^ AN IBS 
Fol lowing a r e t h e main u n i t s i n the c o u n t r y which 
a r e a c t u a l l y engaged in t h e p r o d u c t i o n of r e f r i g e r a t o r s . 
1. Kelvinator of India Limited, Faridabad. 
2. The Hyderabad Allwyn Metal Works L t d . Hyderabad. 
3 . Godrej and Boyce Mfg. Co. p v t . L td . , Bombay, 
I 
4 , V o l t a s L i m i t e d , Bont>ay. , 
5 . L' ioyd S a l e s C o r p o r a t i o n P v t , L t d . New D e l h i . 
6, V i d e o c o n A p p l i a n c e L i m i t e d A u r a n g a b a d . 
7 . BPL R e f r i g e r a t i o n L i m i t e d , B a n g a l o r e . 
1 . 6 CAPACITY RANG2 OF E;^H >ANUF^CTURER; 
M a n u f a c t u r e r B r a n d C a p a c i t i e s 
1, K e l v i n a t o r o f 
I n d i a L t d . 
K e l v i n a t o r 6 5 , 9 0 , 1 3 5 , 1 6 5 
286 L t s . 
L e o n a r d 01 
2. H y d e r a b a d Allwyn 
M e t a l Vforks L t d . 
3 . G o d r e j & Boyee 
Mft. Co. 
Gem 
Al lwyn 
G o d r e j 
8 5 , 1 6 5 , 3 0 0 
300 I t s . 
( S i n g l e doo r ) 
300 I t s 
( d o u b l e doo r ) 
380 I t s 
( d o u b l e door ) 
165 & 290 I t s 
4. Voltas Ltd. Opal 165 I t s 
5, Lioyd Sa les Corpn, 
Pvt . Ltd. Zenith 165 I t s 
6, yideocon jiippllances 
Ltd. Videocone 165 I t s 
(Single door) 
166 I t s 
(double door) 
7. BPL R e f r i g e r a t i o n BPL 185 I t s 
L td . (double door) 
250 I t s 
(double door) 
K e l v i n a t o r R e f r i g e r a t o r s p r o v i d i n g t h e i r e x c e l l e n c e 
eveiry day in o v e r 140 c o u n t r i e s a l l o v e r t h e wor ld , due t o 
t h e i r s t a t e of t h e a r t , t e c h n o l o g y , i n n o v a t i v e d e s i g n i n g 
superb i n s t r u c t i o n and of c o u r s e . Ou t s t and ing f e a t u r e s . 
K e l v i n a t o r R e f r i g e r a t o r s a r e a v a i l a b l e in a v a r i e t y of 
s i z e s and models , b o t h in w h i t e and a range of e y e - c a t c h i n g 
coiloxirs. 
K e l v i n a t o r of I n d i a L t d . i s manufac tu r ing r e f r i g e r a -
t o r s of d i f f e r e n t c a p a c i t i e s u n d e r t h r e e main Brand names. 
They a r e a s fo l l ow-
K e l v i n a t o r of I n d i a L td . 
Sponcer & Co. Blue s t a r Genera l equipment 
K e l v i n a t o r Leonord merchant 
Germ 
B) Consumer behaviour and i t s a p p l i c a t i o n in p resen t study. 
I t i s very d i f f i c u l t to know the human needs because 
they vary from indiv idua l to i n d i v i d u a l . However there are 
some common needs of a l l human being l i k e food« S h e l t e r , a i r 
e t c . Biese needs are c a l l e d primary needs. But there are a l so 
secondary needs which are j u s t fo r s t a t u s recogni t ion which 
i s more d i f f i c u l t to be s a t i s f i e d . 
Indus t ry has made much p rog res s in helping the consumers 
s a t i s f a c t i o n p l a n s . 
A Basic model of Behavxour j 
In o rde r to knew the common needs of human being.We 
have to develop a need s t ruc tu r e and in developing need 
s t r u c t u r e s there i s often a d e l i c a t e balance between depend* 
ency and Independence in human behaviour . 
- Behaviour i s "caused " 
- Behaviour i s "Motivated" 
- Behaviour i s "good or ien ted" 
Here I would l ike to p r e s e n t t h ree assumption in terms 
of a bas ic model of behaviour descr ibed by L e a v i t t . Which i s 
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given below s t imul i need The person "^oal 
(Cause) (want) 
Tension 
Discomfort 
In t h i s c losed c i r c u i t model goal e l imina tes The cause , 
which in turn e l imina tes the motive which consequently the 
behaviour. Behaviour may be an e f f o r t to e l iminate 
tens ions by seeking goal t h a t balance the cause of tens ion 
e . g . , a man thinks t h a t he needs a new r e f i g e r a t o r . The 
more he cons iders the p rqpOs i t i on , t he more h i s tens ion 
increase . He explores the market and f inds the r e f r i g e r a t o r . 
The mere he i s influenced by adver t isement , the more des i r e 
he develops to ob ta in one. F i n a l l y , when arranc,ements are made 
to purchase the r e f r i g e r a t o r the tens ion i s resolved. 
Stages in the buying process ; 
There are f ive s tages through which a buyer 
passes , ^ach of the s tages has the p o t e n t i a l fo r a c r i t i c a l 
tu rn in the buyer ' s p r e s e n t o r fu ture r e l a t i o n s h i p to 
the company. As given bel low. 
Fe l t Prepurchase Purchase Use Post 
—7-^  purchase 
>^ - ^ 
need a c t i v i t y dec i s ion behaviour f ee l ings 
l i 
Thus buyer i s seen going from a f e l t need to 
prepurchase a c t i v i t y to a purchase decision to use 
behaviour to post purchase feelings our model i s based 
on the assumption that buying behaviour i s goal oriented. 
The behaviour is i n i t i a t ed when the buyer is aroused by 
some stimuli to want somethings he gathers information 
the information a l t e r s h is knowledge and a t t i tudes , other 
factors lead to buying or reject ing . the product and 
he has post decision feeling. His goal seeking behaviour is 
influenced by the individuals perception of the al ternat ives 
open to him. 
He i s qui te selective i s the st imuli (advertisement, 
products, brands e tc . ) which he expose himself to re ta ins 
and acts upon th i s perceptions in turn , are influenced by 
h i s learning e^^jeriences, a t t i t udes and bel iefs personality 
t r a i t s and self image and environmental and social factors . 
One of the most ia^jortant factor jja the consumer 
model is to explain a consumer's brand preferences because 
refr igera tor i s a cost ly things and assumed not to be buy 
everyone therefore we have to study the motivations, a t t i ^ 
tudes and persona l i t i e s of consumers because these groups 
also influence buying behaviours. 
C H A P T E R - I I 
2, SURVEY DESIGN AND METHCDOLOGY 
The p r e s e n t s tudy i s ba sed on the survey which i s conducted 
k e y i n g in view t h e g iven o b j e c t i v e s . The a im of the s tudy 
i s t o draw n e c e s s a r y i n f o r m a t i c n f o r the survey r ega rd ing 
t h e consuir^r b e h a v i o u r and b r a n d p r e f e r e n c e f o r R e f r i g e r -
a t o r . 
2 .1 : Problem o f D e f i n i t i o n ; 
In any r e s e a r c h p r o c e s s t h e d i f i n i t i o n of the problem 
i s one of t h e i n p o r t a n t t a s k s and very conp lex one . I t 
i nvo lves t o de te rmine what management problem i s and a l s o 
r e s u l t g e n e r a t e d by t h e r e s e a r c h i s o o - r e la t e d t o the 
pro lem so t h a t t o g i v e a p p r o p r i a t e s o l u t i o n of the problem. 
The survey was conduc ted f o r academic pu rpose and not f o r 
a c t u a l management problem. The s tudy was made on the b a s i s 
of the o b j e c t i v e under g e t h y p o t h e s i s , in o r d e r to make 
g e n e r a l i i : a t i o n r e g a r d i n g t h e buy ing b e h a v i o u r and 
a t t i t u d e s and p e r c e p t i o n of a p a r t i c u l a r consumer towards 
t h e r e f r i g e r a t o r . 
The problem i s d i f i n e d a s consumer b e h a v i o u r and 
b rand p r e f e r e n c e f o r r e f r i g e r a t o r . " . 
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2, 2, Objectives of the Study : 
, The study/survey is governed by the following objective si— 
1. To study the prof i le of the respondents who already posses 
a refr igerator . 
2. The analyse and a,aEs6sa;: the prof i le of the po ten t ia l consu-
mers of refr igerator in the c i t y of Delhi, 
3. To have an assesment of the proportion of non-users of 
ref r igera tors and the likehood for them to get a refrigera. 
tor, 
4. To assess the brand preferences for refr igerators and 
the i r determinants. 
5. To assess tne different needs for which a refr igerator 
i s required and determine the i r order of inportance, 
6« To assess the inpact of various advert is ing media in the 
choice of refr igerator . 
7, To asess the relationship of income and family size with 
the choice of a refr igerator . 
2.3 Data Collection approach : 
The data used in study i s prlmeiY. This study i s 
the opinion study by using a prescribe questionnaire. 
The respondents were contacted personally data i s col lected 
by questioning. 
2.4 Measurement Technique : 
The information required for the study i s of 
I t 
primairy type so the "questionnaire Could be used as a 
measurement technique". In the quest ionnaire, i t is assumed 
to cover the objectives ie to measure demographic charact-
e r i s t i c level of knowledge, a t t i t u d e s and opinion of the 
respondents. Response rate was almost 100% because of the 
method employed to col lec t ing information was based on 
Multiple choice questions, which minimize the error in 
measurement, 
2.5 Universe and Sample : 
Since the universe cannot be taken for study, a 
sample has been choosen to study the consumer behaviour 
and buying preferences. I t is intportant t o take cqre 
of the avai lable time and cos t , while studying for the 
same. The broad c lass i f i ca t ion of universe would conprises 
the various groups of society, in which following grou5>s 
are included : 
1. Business 
2, Service 
3, pr ivate professionals 
4. Teaching, 
The catagory of business group included a few 
lo 
shopkeepers, fac tory , owners and a few dea le r s . The 
service c l a s s c o n s i s t s of mainly , c l e r k s , Engineers 
doctors and l i b r a ry s t a f f . 
P r i v a t e p r o f e s s i o n a l s include mainly p r i v a t e 
eng ineers , lowyers and a few p r a c t i s i n g doctors . The 
teaching group includes the t eachers from Engineering and 
Science f acu l ty . The s e l e c t i o n on the bas i s of the above sa id 
group w i l l bring a conpra t ive study of behaviour p a t t e r n 
of consumers of d i f f e r en t Economic and soc ia l s e t up, 
2. 6 Sampling Technique : 
The sampling u n i t , the case under study c o n s t i t u t e s 
house holds and the element are the persons who make the 
purchase . 
The method employed here i s a type of non-p rob i l i t y 
sampling' knovin as convenience sampling. The use of random 
sanpl ing technique was avoided due to lack of time and 
money. 
The survey was s t r a t i f i e d so as to represent each 
group of the popula t ion p r o p o r t i o n a l l y . 
The s i ze of the sanple was kept 140, and i t was 
d i s t r i i j u t ed among var ious grou;;. s are as follows : 
IG 
Business 
Service 
Private professional 
reaching 
Tota 1 
35 
35 
35 
35 
= 140 
2,7 Survey procedure and methodolocfy : 
This survey is the opinion survey conducted with 
the help of a sui table questionnaire disigned together 
relavent information for th is purpose. The respondents 
vjere contacted and informations were gathered on ques-
t ionnaire . The questionnaire was careful ly drafted to 
meet the objectives of the survey. 
The questions were designed to be c lea r , brief and 
sinple, A t o t a l number of 140 questionnaires were used and 
the response rate waS 100% . Great care was taken to remove 
ambiguity, if any ar i s ing out. Great care was taken in 
contacting the respondents , They were then briefed about 
the aim of the study in order the remove the hes i ta t ions 
and in turn, to obtain the accurate informations. 
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2,3 Agcuracy and size of sanple ; 
As sartpling involves less time and money be great 
at tention was required to maintain accuracy of the study 
because without being accurate, the study would be of l i t t l e 
academic value. Accuracy of the sample depends upon the size 
of the sanple Greater the sanple s i ze , greater the accuracy. 
I t i s d i f f i cu l t djo achieve cent percent accuracy 
because of the saveral cons t ra in ts in operation through 
the sincerety • But i t could be achieved to a large extent 
if the respondents choosen are sincere in providing informations. 
They could be sincere af ter knowing the objectives of the 
study, 
2,9 Limitations of the Survey; 
The sample size i s suff icient for the study but i t 
is not as large as required for a detai led study. This i s 
because of the l imita t ions ar i s ing out of the lack of 
resources, time money etc. 
I t was not possible to follow s t r i c t l y the 
technique of random sanpling. 
I n s t e a d , i t has been conducted through convenience 
sanpling techniques. 
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The sanple size of the various iiicome gzovqps 
could not be maintained equal because of the leek of 
resources. 
2.10 Hypothesis : 
1. A few ref r igera tor brands are dominating the market. 
2. Some sizes of ref r igera tor are more common than others . 
Medium size ref r igera tor be t t e r suits to the recuire-
ments of respondents, 
3. Majority of the refr igera tors are in use for the las t 
five years. 
4. Persons who do not have a refr igerator are keen 
to purchase i t , 
5. There is a difference of cpinicr. about kelvinator 
being the best or Godrej being the best , 
6» .. Consumers are exposed to the acvertisements of some 
brands more than the others, 
7. The influence of the opinion of the family menbers 
varies, among different profession groups, 
8* Inpect of some of mass media are no re inportant in 
providing information to the people, 
$g. Majority of the respondents feel that there i s 
significant difference in different brands of 
refr igerator . 
10, Repair of re f r igera tor has not been a problen for 
most of the consumers. 
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11 . Aftec-:sales service i s being considered very iii{>ortant 
l5% consider l e s s ijiportant,& 1.4% consider i t not linportan 
12, People p re fe r the s ize of r e f r i g e r a t o r according to 
the s ize of t h e i r family. 
13, People purchase r e f r i g e r a t o r b a s i c a l l y for the proposed 
of p re se rva t ion of cooked food. 
2 .11 . Need for Survey ; 
The concept of "Consumer Sovereignty" h?s been 
guining momentum and a t the same time becoming conplex 
day by day and posed chal lenges to the producer a l l over 
the v;orld. Existence of "e f fec t ive demands" -a-conpound 
of need well backed up by purchasing pov.er and v . i l l ingness 
t o exerc i se i t only ensure success of procuct ion. Demands 
again has been subject to vas t o s c i l l a t i o n depending 
upon the changing consumer preferences . 
The study of consumers i s one of the iupor tan t area 
in management. Ref r ige ra to r can be c l a s c i f i e d as consumer 
durable from the p o i n t of viev.' of ra te of purchase and 
t a n g i b i l i t y . I t can a lso be viewed as shopping good 
if one cons ide r s the consumers buying p a t t e r n s as i t 
required more time to a r r i v e a t a decision to purchase . 
Various f ac to r s govern i t s demsnis and consumers pas s 
:.[} 
through a long process about "Inna and outs** before 
taking a f ina l decision to buy or not buy. An indepth 
enquiry into the buyers motivations and preferences is 
ca l led for, 
2.12. Research Tools : 
For the col lec t ion of information questionnaire has 
been used as a tool which contains a set of questions. 
I t is used to measure the behaviour as v.eil as a t t i tudes 
and opinion of the consumers in the study. 
In the questionnaire every care were taken i t included 
right and relavent question. The biased and loaded 
questions were avoided in order to minimize error and 
secure maximum efficiency. 
The response formet is also very iii5>ortant there are 
many questions included in the questionnaire which can 
be put under two ca tegor ies . They are: 
1, Multiple choice questions 
2. Dicho :omous questions 
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1. Multiple choice questions; 
In t h i s case there are two or mor« than two ques-
tions of a l ternat ive are given and the i r is a need to 
choose the correct or based one among the given a l te rna t ives , 
2, Dichatoinous questions i 
Such questions carry two responses usually "yes-
no" type such questions are quicker to answer and reduces 
the respondents bias* Steps were taken to reduce the errors . 
(a) Surrogate information erpop- This kind of error a r i ses 
when questions included in the questionnaire are not 
according to tr.e objectives of the study and vague terms, 
were used. Hence the invest igator play an inportant 
role by defining his objective clear ly to which informa-
tion has been sought* 
(b) Measurement error - This type of error ar ises when there 
is difference between the information needed and the 
infcrmation provided by the measurement tool .This i s 
the most common & serious error . Steps were taken to 
minimise th is error , 
(c) Non-responses error - TQ; avoid each kind of er ror 
precaution was taken not t o include embarrasing and 
personal questions in the study. 
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corrprised 
The questionnaire/Of various types of questionnaire 
such as multiple choice, dichotomous ranking e tc . There are 
two questions in which ranking is used. In these questions 
consumers were asked to rank the factors according to t he i r 
inportance, which gives a conparative rating sales. Thus, 
the give the re la t ive importance of each factcr. 
For some of the questions, percentages were calculated 
and accordingly analysed. 
C H A P T E R . m 
TA3LE-I 
Possession of d i f f e r en t Conpany's brands of r e f r i g e r a t o r . 
Profession Frequency of d i f f e r e n t 
profess ion 
Conpany's Business Service Teaching P r i v a t e Total %age 
brand p ro fe -
ss iona l 
Kal ivnator (20) (26.6) (33.3) (20) (lOo) 
6 S 10 6 30 28. Q% 
Godrej (27.2) (36.3) (18.1) ( I S . l ) (100) 
9 12 6 6 33 31. e?6 
V o l t a s 
Allwyn 
3PL 
Videocon 
Blue S t a r 
( 2 6 . 6 ) 
4 
(100) 
1 
(46 . 6) 
7 
( 2 2 . 2 ) 
2 
(20) 
3 
-
( 6 . 6 ) 
1 
( 2 2 . 2 ) 
2 
(100) 
(20) 
3 
-
( 1 3 . 3 ) 
2 
( 3 3 . 3 ) 
3 
( 3 3 . 3 ) 
5 
-
( 3 3 . 3) 
5 
( 2 2 . 2 ) 
2 
(100) 
15 
do:) 
01 
(100) 
15 
(100) 
09 
14.4% 
9% 
14,4% 
8.696 
01 .9% 
29 
35 
27 
35 
24 
35 
24 
35 
104 
140 
Figures in b racke ts snows percen tage . 
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Hvpothe s i s No.1 
A few r e f r i g e r a t o r b r ands a r e dominat ing t h e m- rke t . 
The most p o p u l a r b r a n d t 
The survey of t h e r e s p o n d e n t s t o q u e s t i o n number - 1 
of t h e q u e s t i o n n a i r e a r e t a b u l a t e d in T a b l e - 1 , 
Th i s t a b l e shows t h a t Godrej i s dominat ing in t h e 
market . Next t o Godreje comes K e l v i n a t o r fo l lowed by V o l t a s , 
BPL, Videocon, Allwyn, and Blue S t a r . 
Of t h e 104 r e s p o n d e n t s , 31 .6 r e s p o n d e n t s have Godrej 
b r a n d r e f r i g e r a t o r fo l lowed by K e l v i n a t o r v;ith 2c. 5% 14.4% 
14.4%, 8.6% , 0 .9 and 0 .9 r e s p o n d e n t s have v o l t a s , B P L , v ideocon , 
Allwyn and Blue s t a r r e s p e c t i v e l y . 
TABLE-tl 
S i z e of r e f r i g e r a t o r t h a t r e sponden t i s be r i n g . 
S i z e Large Medium Small 
p r o f e s s i o n 
(22 . 3) 1 
15 
(31 .3) 1 
21 
( 20. 8) 
14 
P r i v a t e (22 .5 ) (25 .3) 
P r o f e s s i o n a l ' ' 
T o t a l UOO) (100) (10 ) 
Business 
Service 
Teaching 
(41.8) 
13 
(16.1) 
5 
(19.3) 
6 
% age 29.~7%~ ^ UTIX I T T ^ 
Hypothes i s No. 2 
Some s i z e s of. r e f r i g e r a t o r a r e more ccmnon than 
o t h e r s . Medium s i z e r e f r i g e r a t o r b e t t e r s u i t s t o t h e r e q u i r e -
mencs of r e s p o n d e n t s . 
The most p o p u l a r s i z e : 
Taole - I I shows t h a t medium s i z e 1, e , 160/165 
l i t r e s c a p a c i t y r e f e r i g e r a t o r s topped i n demand fcllov^ed by l a rge 
s i z e i , e . 256/290/300 l i t r e s c a p a c i t y . Of the 10 4 r e s p o n d e n t s 
64.3/4 p o s s e s s medium s i z e r e f r i g e r a t o r w h i l e 29.7% p o s s e s s 
l a r g e s i z e r e f r i g e r a t o r . 
Only a few responden t i , e , 5.7% a r e hav ing smal l 
s i z e r e f r i g e r a t o r . 
I t i s t h u s , medium s i z e r e f r i g e r a t o r s i . e. 160/165 
l i t r e s c a p a c i t y ere t h e most p o p u l a r s i z e , and t h a t b e t t e r 
s u i t s t o t h e needs of consumers , 
TABLE - I I I 
3 ,3 Age of t h e R e f r i g e r a t o r t h a t reqpondence p o s s e s s 
Age of R e f r i g e r a t o r ^ o . o f Respondent p o s s e s %age 
0-3 y e a r s 62 
4-6 y e a r s 31 
7-9 y e a r s 6 
10-12 y e a r s 4 
Above 12 y e a r s 1 
_ 
59 
29 
5, 
3 , 
0 , 
.5% 
.1% 
1% 
8% 
9?4 
Zo 
H y p o t h e s i s No.3 
J t e jo r i t y of the r e f r i g e r a t o r s a r e in use f o r the 
l a s t f i v e y e a r s . 
An a n a l y s i s of t a b l e I I I shows t h a t the use of 
r e f r i g e r a t o r i s i n c r e a s e i n r e c e n t y e a r s . The use of 
r e f r i g e r a t o r in 0-3 y e a r s was 59.5% , fo l lowed by 29.7% 
d u r i n g 4-6 y e a r s , 5 .1% d u r i n g 7-9 y e a r s , 3.8% du r ing 
10-12 y e a r s , and above 12 y e a r s i t i s 0.9%. 
The t a b l e r e v e a l s t h a t t he use of r e f r i g e r a t o r 
w i l l be i n c r e a s e d s u b s t a n t i a l l y in f u t u r e -s the r a t e 
of use has c o n t i n u o u s l y been on i n c r e a s e . 
TABLE-IV 
p u r c h a s e i n t e n t i o n of n o n - u s e r s . 
I n t e n t i o n Nuntoer o f Respondents % age 
With in one y e a r 12 33.3% 
Within two y e a r s 5 13.S% 
Wi th in f i v e y e a r s 6 16*6% 
Can no t say 13 34.9% 
T o t a l 36 
11 
Hypothesis No.4 
Persons who do not have e r e f r i g e r a t o r are keen to 
purchase i c . 
The t ab le IV i n d i c a t e s t h a t out of the 36 respondents 
who do not have a r e f r i g e r a t o r , 33.3% respondents want to 
purchase i t wi th in one yea r , 13.3% within two y e a r s , and 
16,6% within five yea r s . A s i g n i f i c a n t number of respondent 
i . e. 34.9% could not s.cw t h e i r keenness to purchase the 
r e f r i g e r a t o r . 
The a n a l y s i s shov.'s t h a t f^st changing l i f e s ty l e 
and growing u rban i sa t ion have woold persons towards 
r e f r i g e r a t o r s . 
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Hypothesis No, 5 
There i s a d i f ference of opinion about k e l v i n a t o r being 
the bes t or Godrej being the b e s t . 
The t a b l e V revea l s t h a t Godrej has emerged as the 
most popular brand of r e f r i g e r a t o r among the respondents . 
I r r e s p e c t i v e of Income, occupation and age 38,3% of the 
respondents want t o purchase Godrej, 22,7% r e p l i e s are in 
favour of Kelv ina tor , 16% pre fe r v o l t a s 10.6% are in 
favour of BFL, 8,5% are in favour of vedicon, and 2.1% 
prefe r Allv/yn, 
I t shows t h a t brand preference a t the moment for 
Godrej are dominated by teaching c l a s s having 29,6%, 
followed by Business, s e r v i c e , and p r i v a t e p rofess iona l 
groups. 
TABLE-VI 
The b rand whose l a t e s t a d v e r t i s e m e n t r e s p o n d e n t s r e c a l l . 
30 
CoiTpany • s 
Adver t i sement 
Number o f 
Respondent 
r e c a l l 
%age 
K e l v i n a t o r 16 11.3% 
Godrej 
V o l t e s 
46 32.6% 
3.5% 
Allwyn 
Videocon 
BPL 
5 
22 
46 
3.5% 
15.6% 
32.6% 
T o t a l 140 100% 
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TABLE -VII 
Advertisement Media which was r e c a l l e d most a s p e r ques t ionni re . 
Media Number of respondent a t tended 
Newspaper 17 
Magazine 12 
p o s t e r s 5 
Radio 4 
Televis ion 9 8 
Cinema 4 
Total 140 
Hypothesis No. 6 
Consumers are exposed to the adver t i sements of some 
brands more than the o t h e r s . 
Table no,VII shows t h a t the most i npor t an t media on 
which advert isement of sane brands was r e c a l l e d , has been 
the t e l e v i s i o n . I t has got a score of 9S, Next comes the 
newspaper with a score of 17. Magazine, p o s t e r s , radio 
and cinema are the o t h e r media g e t t i n g r e c a l l e d with a 
score of 12,5,4 & 4 r e s p e c t i v e l y . 
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T a b l e VI r e v e a l s t h a t 32 .6% o f t h e r e c a l l were by 
t h e G b d r e j ' s a d v e r t i s e m e n t , a n d b y 3PL a s w e l l . The o t h e r s 
a r e Videcx:on, K e l v i n a t o r , A l l o y n , & v o l t a s w i t h t h e r e c a l l 
o f 15.6% , 11. .3%, 3.5% and 3.5% r e s p e c t i v e l y . 
TABLE-VIII 
I n f l u e n c e o f O p i n i o n o f d i f f e r e n t f a m i l y members i n 
p u r c h a s e o f r e f r i g e r a t o r . 
F r e q u e n c y i n d i f f e r e n t 
p r o f e s s i o n 
^^°^^^y B u s i n e s s S e r v i c e T e a c h i n g P r i v a t e ^ ^ ^ ^ 1 ^ ^ ^ ^ 
" ' ^ ' ^ " ^ p r o f e s s -
i o n a l 
F a t h e r ( 3 0 . 6 ) ( 2 S . 5) ( 2 6 . 5 ) ( 1 4 . 2 ) (100) 
15 14 13 7 49 34.8X 
M o t h e r ( 2 6 . 6 ) ( 2 2 . 2 ) ( 2 6 . 6 ) ( 2 3 . 3 ) (lOC) 
12 10 12 11 45 31.9% 
Son ( 2 1 . 4 ) ( 1 4 . 2 ) ( 1 4 . 2 ) (50) (100) 
3 2 2 7 14 9 .9% 
D a u g h t e r ( 1 6 . 6 ) ( 2 7 . 7 ) ( 2 2 . 2 ) ( 3 3 . 3 ) (100) 
3 5 4 6 18 12.7% 
R e l a t i v e s (40) (40) (20) (100) 
2 2 1 5 3.5% 
F r i e n d s ( 2 2 . 2 ) ( 2 2 . 2 ) ( 2 2 . 2 ) ( 3 3 . 3 ) (100) 
2 2 2 3 9 6.3% 
35 35 35 35 140 
F i g u r e s i n b r a c k e t s shov/s p e r c e n t a g e . 
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Hypothesis No. 7 
The influence of the opinion of the family 
members v a r i e s . 
The t a b l e VIII i nd i ca t e s t h a t , of the 140 
respondent, 34.3% says t h a t f a t h e r ' s opinion i s iirportant 
in purchasing a r e f r i g e r a t o r while 31.9% favours mother ' s 
opinion. The daughter , son r e l a t i v e s and f r iends opinion 
matters in 12.7% , 9.9% , 6.3% , &. 3.5% cases respec t ive ly . 
Tht data shows t h a t opinions of f a t he r in 
purchasing ? r e f r i g e r a t o r are dominated in bus iness 
grour. having 30.6% , fo l l aved by the service , teaching 
and p r iva t e p ro fe s s iona l having 2S. 5% , 26.5% and 14.2% 
respec t ive ly . Mo the r^ opinion dominate in business and 
teaching group each having 26.6% each, followed by p r i v a t e 
p ro fess iona l and service group having 23.3% and 22.2% respe. 
c t i v e l y . 
From the a n a l y s i s , i t i s c l e a r t h a t the opinion 
of f a the r i s most inpor tan t in purchasing a r e f r i g e r a -
t o r , followed by mother. 
TABLE.IX 
I n p a c t of d i f f e r e n t s o u r c e s of i n fo rma t ion . 
3 
Source 
of 
I n f o r m a t i o n 
Very Les s Not Score 
E f f e c t . E f f e c t . E f f e c t i v e 
Rank 
Newspapers 104 83 - 6 181 I I 
P o s t e r s 14 61 - 7 2 
Radio 46 - 3 7 I I I 
T e l e v i s i o n 270 - 1 273 
Cinema 28 65 - 6 1 32 IV 
Hypothes i s No. 8 
I n p a c t of some of mass media a r e more impor tan t 
i n p r o v i d i n g in fo rma t ion t o the p e o p l e . 
The t a b l e IX i n d i c a t e s t h a t t e l e v i s i o n emerges a s 
the most i n p o r t a n t s o u r c e s of i n f o r m a t i o n and has go t 1 s t rank. 
3:> 
I t g o t a sco re of 273. 
Next In^^ortance source o f i n fo rma t ion i s newspaper , 
s e c u r i n g a score o f 1 s t and U n d r ank . Radio h a s go t I l i r d 
r ank , w i t h a sco re of 89 cenama and p o s t e r s IV St v rank 
w i t h a score of 32 & 3 r e s p e c t i v e l y • 
The a n a l y s i s shows t h a t T e l e v i s i o n i s t h e most 
in^ jor tan t source of i n f o r m a t i o n f o r r e f r i g e r a t o r . I t i s 
undoxabtedly l e a d e r and domina t ing in mass medip. So , a d v e r -
t i s e m e n t on T e l e v i s i o n shou ld be r e s p e c t i v e l y , 
TABLE»X 
Brand Di f fe rence idea of t h e r e s p o n d e n t s 
S i g n i f i c a n t Number of %age 
d i f f e r e n c e r e s p o n d e n t s 
Yes 106 75.7% 
No 34 24.3% 
3u 
Hypothesis No« 9 
Majority of the respondents feel tha t there Is 
s ignificant difference in different brands of refrigerator, 
The table x Indicates that of the 140 respondents 
75.7% fe l t tha t there Is s ignif icant difference In different 
brands of re f r igera tor , while the other 24.3% did not 
feel such difference. 
TA3LE-XI 
Number cf r epa i r s in the l a s t one year 
Ko.of Brand Frecuency in d i f f e r e n t o rofess ion 
r e p a i r s Business ' — 
SI 
Source Teaching P r iva t e Total %age 
profe-
s s i o n a l 
Ni l (61.2) 
18 
(23.8) 
7 
(70 .7 ) 
19 
(25 .9 ) 
7 
(41) 
10 
32.8) 
ft 
(73,8) 
I S 
(12.3) 
•i 
55 62. 4% 
25 24% 
Total 
(13.6) 
4 
(100) 
29 
(3 .7 ) 
1 
(100) 
27 
(24.6) 
6 
(100) 
24 
(12.3) 
3 
(100) 
24 
14 
(100) 
104 
3 3 
Hypothesis Mo.10 t 
Repair of ref r igera tor has not been a prcblem for 
most of the consxaners. 
I t i s observed from the table XI, of the 104 
respondents having ref r igera tor 62,4% says that the repair 
in l a s t one year was nil« 
The other 24% and 13.4 % says tha t the ouinber of 
repa i r s in the l a s t one year vere 1 and 2 times. 
The data shows tha t out of the 29 businessman 61.2% 
reported that there were no need of repairs in the l a s t one 
year. Similarly, 70.7?C of service, 4l?i of teaching, and 73.8% 
of pr iva te professional responded about n i l repairs in the 
l a s t one year. 
I t may be concluded tha t repair of ref r igera tor 
i s not problem for most of the respondents. 
3;j 
TABLE ~XII 
Inportance of After Sa les Serv ice responsiJoi l i ty of the Co. 
Inportance Number of respondents %age 
Very iinportant 117 S3.5% 
Less i iqjortant 21 15% 
Not ir tportant 2 1. 4% 
Total 140 
Hvpotehsis Ko. 11 
After sa les se rv ice i s being considered very inpor tan t 
15% cons ide r less Inpor t an t , and 1« 4% cons ide r i t not inpor-
t an* • 
The ana ly s i s revea ls t h a t majori ty of the consumers are 
in favour of a f t e r s a l e s se rv ice which they cons ider an 
ixtportant r e s p o n s i b i l i t y of the conpany. 
So, marketing e f fo r t for any ccnpany's product i s 
required t o provide a f t e r s a l e s se rv ice . 
'lO 
TABLE-.XIII 
R e l a t i o n of f ami ly s i z e w i th the r e f r i g e r a t o r s s i z e 
p r e f e r r e d . 
F a m i l y s i z e 
1-4 menibers 
S i z e 
L a r ^ e 
(19) 
3 
o f R e f r i g i 
Me'Sium 
( 6 5 . 1 ) 
15 
e r a t e r p r e f e 
S m a l l 
( 2 1 . 7 ) 
' 5 
i r r e d 
T o t a l 
(100) 
23 
5-7 members ( 2 4 . 8 ^ (73.1) (1 .38) (100) 
18 53 1 72 
8-10 members (43 .1 ) (48 .2) (7 .6 ) (100) 
17 19 3 39 
11 members 
onwards (33 .2 ) (66 .4) - (100) 
2 4 6 
T o t a l 40 91 9 140 
f i g u r e i n b r a c k e t s shov.-s p e r c e n t a g e . 
^l 
Hypothesis No.12 ; 
pecple p r e f e r the s ize of r e f r i g e r a t o r 
according to the s ize of t h e i r f a r i l y . 
The t ab le XII I i nd i ca t e s th=t of the I40 
respondents, 23 respondents f a l l under 0-4 family s ize 
of which l3?e p r e f e r large s i z e , while 655i p r e f e r mediuiv. 
s ize and 21.7% p r e f e r small s i z e . 
Cf the 72 respondents who belong to the 5-7 
members family s i z e , 24.8% p r e f e r Isrge s ize while 73.1% and 
1,38% p r e f e r medium and small s ize r e spec t ive ly . 
Among the 39 respondents who belong to the 
S-10 member family s ize 43.1%, 48.2% and 7,6% p r e f e r l a r g e , 
medium and small s ize of r e f r i g e r a t o r s r e spec t ive ly . 
Among the 6 respondents belonging to more than 
11 members s ize grov^, 33.2% p r e f e r large size while 66.4% 
p r e f e r medium s i z e . 
The ana lys is concludes t h a t 0-4, 5-7 and G-10 
members family size p r e f e r medium s ize r e f r i g e r a t o r . As the 
size of family inc reases . The preference for large s ize 
r e f r i g e r a t o r inc reases . 
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Hypothesis ; 13 
people purchase refr igerator basical ly for the 
purpose of preservation of cooked food. 
An analysis of this table shows tha t pec5)le need 
a refr igerator for different needs which are more common 
than others for which a refr igerator is required. 
The table XIV shows that preserveticn of cooked 
food has got the highest score and err.erges as a 1st rank. 
I t got a scores of 834 and i t is therefore a most common 
need of human beings. The next most int^ortant need i s 
cold water, which got 780 scores and ranked second. 
Preservation of milk i s the th i rd inpoirtant need having 
the score of b34. Preservetion of f ru i t i s the fourth 
inportant need having a score of 55% cold drink and ice 
preparations are the f i f th and sixth in^^ortant needs 
having the scores of 473 and 434 respectively. Other require-
ments are the leas t inportant need gett ing the score of 
216 only. 
The analysis shows that . 
C H A P T E R - IV 
CCNCLUSICN AND SUGGESTIONS 
CONCLUSION 
The c o n c l u s i o n s drawn from survey c o n d u c t e d in 
D e l h i r e g a r d i n g t h e i)rand p r e f e r e n c e s f o r r e f r i g e r a t o r s 
a r e as fo l lows • 
1. Godrej refr igerators are most popular in Delhi. I t 
has the largest market share in Delhi. 
2. Next to Godrej, Kelvinator has the second largest 
share in Delhi. 
3. Medium size ref r igera tors i . e, 160/165 l i t r e s capacity 
are the most popular, size and b e t t e r su i t s to the 
needs of consumers. 
4. The use of ref r igera tors wi l l be increased substant ial ly 
in future as the rate of use h?s continuously been on 
increase. Most of the po ten t ia l consumers want to purchase 
i t within a year. 
5. The fast changing l i f e - s ty l e and growing urbanisation 
have woold pezrsons towards ref r igera tors . 
6. The liking for ref r igera tors i s higher than the actual 
market share. There i s a po ten t ia l demand for refr igerator 
40 
and if conpany can tap i t , i t can increase i t s sales . 
7. Most of the ccnsumers have been influenced by the 
opinion of fa ther in the purchase of refr igerator , 
followed by monthly, 
8. Television is the most inportant source of information 
for refr igerator . I t is undoubtedly leader and dominating 
in mass media. So advertisement on te levis ion should be 
repe t i t ive . 
After te levis ion, newspaper, radio, cinema and posters 
got the second, t h i rd , fourth and f i f th place, 
9. Majority of the consumers feel a f te r sales services as 
an important r e ^ o n s i b i l i t y of the conpany. 
10.Preservation of cooked food and ccld water are the most 
iirportant things for which a ref r igera tor i s required . 
l l ,Reparing of ref r igera tor is not a problem for most of the 
respondents, 
12,Consumer choose a p a r t i c u l a r size of the refr igerator 
according to the size of t h e i r family. 
13.Most of the consumers feel that there is a s ignif icant 
difference in different brands of refr igerators . 
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SUGGESTIONS : 
Fol lowing s u g g e s t i o n s can be made on the b a s i s of 
a n a l y s i s . 
1» Manufac turers should c o n c e n t r a t e on the medium s i z e 
and l a r g e s i z e b r a n d s . The a d v e r t i s e m e n t should be 
made in consonance w i t h i t • 
2, Manufac turers should p roduce t h e p r o d u c t which can 
e a s i l y meet the needs of consumers , 
3, Adver t i sement should mainly focus on t h e g r e a t e r 
f u l f i l m e n t of need- p r e s e r v a t i o n of cooked food and 
c o l d w a t e r . 
4, A f t e r - s a l e s seirvice should be p r o v i d e d by t h e manu-
f a c t u r e r / d e a l e r a t l e a s t f o r 3-4 y e a r s . 
5, C o n p l a i n t s should be a t t e n d e d by w e l l - s k i l l e d 
mechanics , 
6, S p e c i a l a t t e n t i o n shou ld be p a i d towards the inprovement 
of t h e T e c h n i c a l know-how because peop le g e n e r a l l y 
wish t o p u r c h a s e t h e new and modif ied p r o d u c t s . 
7. The outlook, storage capacity and e lec t r i c consunption 
be should be highlighted through advertiseirent in diff-
erent mass media. The advertisement should a lso be made 
on durabi l i ty , freezing time and innerlining. 
8. Those features of the ref r igera tor should be highlighted 
which caters most of the needs of the consumers. 
9. Product quali ty of re f r ige ra to r , t he i r size and colour 
should also be highlighted. 
10. Advertisement conpaign should be directed towards high 
income groups. 
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Dear r e s p o n d e n t . 
I am c o n d u c t i n g a survey on "Consumer Behaviour 
and b r a n d p r e f e r e n c e of r e f r i g e r a t o r " . P l e a s e s imply the 
f o l l o w i n g i n fo rma t ion . These i n f o r m a t i o n s w i l l be used 
f o r academic p u r p o s e s and w i l l be kep t s t r i c t l y conf i d e n c i a i . 
Thanking you» 
S i n c e r e l y yours 
(EJAZ PERVJAZ) 
P.G. Diploma in 
Marketljig Management 
D e p t t , of B u s i n e s s 
Adminis t ra t ion ,AM// 
A l i g a r h . 
Q U E S T I O N N A I R E 
1 , DO you have a r e f r i g e r a t o r a t your home ? 
Yes ( ) 
NO ( ) 
I f y e s , 
a) Name t h e company 's b r a n d 
b ; t h e s i z e : 
l a r g e ( ) 
medium ( ) 
sma l l ( ) 
c) How o l d i t i s 
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I f no, when do you intend to purchase one : 
wi th in s ix months 
wi th in a year 
wi th in 2 years 
wi th in 5 years 
can not say 
2, vVhich conpany's r e f r i g e r a t o r do you cons ider t o be the 
b e s t . 
3. Which of the l a t e s t adver t isement , you have come 
across for r e f r i g e r a t o r . 
conpany' s name media 
Newspaper 
Magazine 
Pos te r s 
Radio 
Televis ion 
Cinema 
4. Whose opinion i s being considered more r e l i a b l e in 
your family, regarding the purchase of r e f r i g e r a t o r 
Father 
i 'other 
Son 
Daughter 
Relat ions 
Friends 
00 
5. How f a r do you cons ide r the following media to be eff-
ec t ive in provid ing information abcut the referigerator^;, 
(Please p u t a t i c k mark in appropr ia te column for each 
media). 
Media Very e f f ec t ive Less iiff. Not £ff. 
Newspaper 
p o s t e r s 
Radio 
Televis ion 
Cinema 
6. Do you f e e l s i g n i f i c a n t d i f f e r e n c e in t h e d i f f e r e n t 
r e f r i g e r a t o r ' s b r a n d s . 
Yes ( ) 
No ( ) 
7. How many times during the l a s t one year did you 
require to ge t your r e f r i g e r a t o r repai red and how 
much money did you spend on i t . 
Number of times fo r r epa i r ing 
^p rox ima te expenditure 
8. Do you cons ide r , a f t e r sa les service should be an 
inpor tan t r e s p o n s i b i l i t y of the cunpany; 
Very inpor tan t ( ) 
Less importanc ( ) 
Not inpor tan t ^ ) 
5i 
9, p l e a s e provide your p r i o r i t y rank for the following 
needs for which r e f e r i g e r a t o r i s required = 
a)Cold water 
b)Cold Crink 
c )P rese rva t ion of milk 
d )Preserva t ion of f r u i t 
e )Prese rva t ion of cooked food 
f) Ic e p rep a r e t ion s 
g)Other requirements 
lO.V.'hst s ize of r e f r i g e r a t o r 
Large 
Medium 
smal l 
11 . Vihich of income groups (p 
(unde r ) . 
Below Rs, 5000 
Rs. 5000-7000 ( ) 
Rs. 7,000-9000 ( ) 
Rs. 9000-11000 , ( ) 
Rs.11000 above ( ) 
12. Your occupat ion, p lease 
Service ( ) 
Business ( ) 
Teaching ( ) 
P r ivp te P ro fes s iona l p r a c t i c e ( ) 
I3.^'umber of mentoers in your family;, 
) 
i s su i tab ly for your requirements: 
) 
) 
r month), your family f a l l s 
) 
Hi 
is: 
RefrigertAor 
"It's the coolest one." 
Efficiency acqjiies a new elegance 
165 LITRES REFRIGERATOR 
63 ^ 
'l\ii., 1 h.) liii>:. Kefrit '^crafor 
r, U) \('u in iJi .•!tii;.!iive model 
iiiratiiiij the litest a(!\ances in 
. aiid (aiu tK-iicii < fill ioncy. 
,, w(-!d s fiiK.sl, dependable and 
)st cilicienl coii!)>ressor. With the 
,• est ele tricity consumption and 
liiity to w.'hstand the widest voltage 
tuation. 
iwest refrigerator cabinet 
mperature. 
istest ice-maJdng capacity, 
lugh one-piece construction and 
e most modem insulation seals out 
r and moisture. 
1 .space storage design gi\'es 
£ximum storcige space. 
* Superior A!5S tloir liner. 
* Spaciou.s door storage. 
* Freezer chest made of spacious 
aluminium tube and sheet chest 
freeze, food perfectly for 
pres' rvation. 
* Moisture-sea! crisper keeps fruits and 
vegetables garden fresh. 
* Self-sealing magnetic door keeps out 
dust and insects. Prevents leakage of 
cold air. Reduces electricity 
consumption. 
* Conveniently located thermostat with 
nine settings for temperature control. 
* Super automatic defrost system. 
* Adjustable glider screws for levelling. 
All Kehdnator Refrigerators are 
guaranteed for a year. Their sealed-in 
system for an additional four years. 
Total Volume : 16.5 litres 
Shelf Area : 0.493 sq. m. 
Door Shelf Area: 0.11 sq. m. 
Fresh Food Storage Capacity: 130 litres 
Compressor: 1/6 HP, 50 Cycles, 
160-260 volts, AC 
Gross Weight: 88 Kgs. 
Dimensions (Approx.) : 570 nun (D) X 
630 mm (W) X 1060 mm (H) 
Specifications are subject to change 
without notice for product improvement 
Kelvinator refrigerators ~ 
At home, everywhere! 
j.^ Sol J & Serviced by 
r Expo Machinery Limited 
I i.WI' 'in <m\U) .M |NI!>l\K\ ii[ KKIMNAIOK Of IMUA I.TP 1 
Pragi ti Tower, 6tli floor, 26 Rajindra Place, 
iVw IJeihi- 110U(i« 
blanches: Bombay Calcutta, Delhi, Madras, 
/Jiiiiedabad, Bangalore, Bhopal, Chandigarh, Cochin. 
Liiaziabad, Hyderabad. Jaipur, Kanpur, Kiindii, Patna 
^ vijiyawada 
•M 
i R 
Befffgefator 
I^Totaf Volume: 286 Litres. ^ ^ , 
gShelf Area:. 1.35 Sq. m. • ^ -
SOobr'Shelf Area: 0.13 Sq. m : ^ > ., 
^ Fresh Food "Storage Capacity t»221 Litres 
l ^ ^ ^ ^ f e f 
• : * ' " ' # ^ 
t;-a>:Compressor: 1 /8 HP, 50 CYcl.es,^220-2^ 
r.feVoltsr-AC.'Gross Weight: 108 Kg. g^ 
[ ^D imens id r^ (Approx.): 6 1 0 n O T J p ) x ^ ^ 
^ 7 5 b r n m ( W ) x 1405mm ( * ^ ) - ^ ^ •?« 
' • ; - ' • • • ••• < - • • ' . " • . 
3 i - - . • • • • • • . - . • • - • • - . - J : ^ ^ ' 
i***. 
m 
--165 Litres 
viif|.Refrigerator.y:ftp'o 
^ l - i / i ^ T o t a l Volume : 165 Litres;:^. • ^ 
- ^ ^ ^ l ^ S h e l f Area : 0:493 Sq. m ^ ^ ^ j i i - ^ 
- ' : ^ ^ ^ D o b r ^ S h e i W e a : 0.11,Sq,jn. ; ^ ^ , ,^ 
^ ? : i 5 ^ : Fresh Food Storage C a p a c . t y ^ : ^ 3 C M ^ ^ 
: . : , i r : ^ - : Compressor ;:1/8 HP. 50.Cydes.220-^230 . 
''^':^2:'"'.'" Volts, AC. Gross Weight: 88 Ng---
:?-v^^- -Dimension (Approx,) - 5 7 0 r n m ( ^ ^ j _ ^ ^ . ^ . ^ ^ 
MSBOtres ;:: 
Refngei^tbr 
"-?ETotal Volume-::135 Litres, r ^ ^ r r ; . ^ 
' 'sheH Area:0.368 Sq.m. • ^ ^ ' ; ' : - . : # 
Door Shelf Area: 0.055 Sq. m. v, 'rM 
Fresh Food Storage Capacity v100 Litres 
-C<5iSpfes^o^^l/8 HP, 50 Cyc les^0 ;23v 
VoIts:-ACJGr6ss Weight: 80)Cg, r - ^ I ^ 
^^Dimen^H5' (Approx. ) r57""^ •"> - ^ 
^ ' ' " ^ * ' lmrf>(W) x'960mm.(H) 
jpSS^^% 
'%r^^:v-
^: .^ : . ^•^•i*^'^: 
Cf^M^^^^^r^^f;^ ^ ;'" 
REFRIGERATORS 
. t y r • z~ .>- • 
STYLE. ECONOMY. CONVENIENCE. 
;;^iDEPENDABILITY : : : • • ^ ^ ^ f T W # ^ ^ 
- . 'That is the promise of a Keiv inator" .> / ; ' 
... refrigerator. And you can banl< on it, 
-;'V.-because every Kelvinator refrigerator is 
'^t^ designed with imagination and •..•; .,•.-/•. ; 
^'':] manufactured under the strictest quality 
; ^ i ; : control. •.. > -, V.^^-.^^iS;l! V' 
Quality Construction Features: 
Polarsphere Cold Making Un i t j w ^ ^ ^ ^ J : : ; 
The world's finest cooling unit. Mpst economical, 
most dependable, trouble-free and exceptionallY • 
- quiet. Consumes 30% less electricity and takes ,;^ 
the severest voltage fluctuation in its stride, \ i_ ; ; . . 
L i fe t ime Construct ion ; ^ K / ^ ' .; ' 
Tough, one-piece construction seals out air and_-. 
.""•' moisture. Having resin bonded glass yvooi _ _ - . : -
. insulation on all five sides with stYro-foanrTat the 
bottom. Interior lining of one-piece high impact-j" 
polystyrene does not rust, chip, discolour or^Vf-;,;:";:-
absotb food odours. ^- y::,-t;:;,j:X\i,~-^J^-^^'-i '•-
All Space Storage Design 'Y"^-~ : ^ v 5 ; ^ ' - ; ; 
' • Corner-to-corner and top-to-bottom storage design. 
" ' " w i t h no storage space wasted. ;-'.ii"'v - ' . ^ r : -
Sufficient in-the-door Storage space for keeping 
dairy products, bottles and cans^J- , "~; . ; ' r •^•:;, 
. The Freezer Chest i ^ i : ^ ^ ^ . '...:5 : 
. i /Spac ious aluminium, tube and sheet chest for™.T,.r-; 
, - , perfect storage of frozen food at safe sub-zero •.•; 
- .temperatures. Accessories include aBaff le Tray 
: " ;:^ iand Ice Trays, ;,^^J^5^»^^?^^vj:^•y^i{|..^•;•.-- i ;^^;; . ; ; ' 
Mois ture-Seal Crisper'^_;j;;iV ; • • -; 
Keeos .salads and veaetables tasty and oarden : i . . 
f r e s h . ' • ':r'^'- ' ^  : ^ ; - - y - "• ':'}\---j-: 
Self-sealing Magnet ic Door . "-.\,-
A self-sealing device to keep out dust and v , V 
-. insects. Prevents leakage of cold air. Reduces' 
. ": electricity consumption. The door locks with a '^.vii-i 
,5^ gentle turn of the.key,;;.' '• '•-^"-' " ' ' >-'"-^-' 
Cabinet Shelves -^ ; ^ : ! ^ X | 3 ^ - ^ ^ ' - L V 
Sturdy, reinforced, easily removable, cleanable" 
rust-resistant plasticised shelves. Centre-bracing 
prevents the shelves from sagging." / " i :jV:-; ,• :• 
Temperature Control .'i-,,Jr\y:Jy_:. ;:C'- ^-'^ 
Conveniently located thermostat. Nine settings -
for a wide range of temperatures.^.V^.,^,^^-,^,; : : 
' l i g h t bufb . : / ' ' > V : - ' ; ^ i ^ p ^ ^ 
Opening the refrigerator door switches on" 
the light. '^ ' ' ' • , " ' " -
Super A u t o m ^ i c Def ros t Sys tem 
Incorporated in the 165 and 286 litres models fo 
efficient and effective defrosting. You just press 
.a red button located at the centre of the 
thermostat and defrosting starts. The defrost 
water is automaticaliy drained du't into a tray at 
the bottom^ of the refrigerator where the heat of 
the compressor evaporates it. The big advantage 
is that "while defrosting you need not take out t f 
stored^articles from the refrigerator. •.;^ .. -. 
Level l ingdevice . ' T ^ ^ "_' " 
The refrigerators have adjustable^ glider'screws 
for levelling, j ' ^;-*ft^'^.'-"Jcsr%J^^i-^iT-'^ '~4 
.Warranty •:•-:_-\;''li-. •'. - " ^ - ^ / i ^ ' . ' . . - ^ ^ ^, .' 
The refrigerators are warranted forone vear'and 
their seale"d-in systems carry five years"giJarante 
Aftsr-sales-service - . , ; • : " * ^ - ^ ^ 
The best available should you ever:need i t . ' 
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lOS litre refrigerator Corona 105 litre 2 Door Rcfrigrralor Deep Freezer 
Sokl aiul MTMic-il h\ 
^ Expo Machinery Limited 
ItiS Imr ie(imrii>oi wnh M'F insulation 
Also ivjiUhlr in the 2K<> litre modell 
(Autiolh •miKil sut)M l^ur\ ii( ktUiiulor ol Injij I td I 
l'ran.ili Iowcr. Jo. Raiimlr.i I'lacc. .Sfw Iklhi I I'»(K)H 
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So 
Presenting 
the 
affordable, 
convenient - size 
revolution. 
BR 1852 
Features: 
Frost-free interiors. No 
defrosting ever 
• Advanced technology is used 
to keep the interiors free of 
frost. 
• No messy defrosting saves 
precious time and ensures 
that food does not go bad. 
i N 0 I A' S 
W I D E S T Polyester pre-coated metal 
cabinet 
• Highly .scratch resistant. Rust 
free. 
• ABS inner liner for higher 
gloss and longer life. 
• Hot freon gas pumped around 
the cabinet prevents water 
condensation on the exterior 
surface. 
Tropicalised, Higher Energy 
EfiBdency Ratio Compressor 
• Specially tropicali.sed to suit 
Indian conditions. 
• Performs efficiently even in 
ambient temperatures of -*3'C. 
Superior integrated PUF 
insulation 
• Complete insulation witli 
integrated PIT cabinet design. 
• Form-fitting magnetic gaskets 
prevent entn' of pests. 
Big-18'C Freezer 
• International 4-star rating. 
Preserves food for long 
periods while retaining their 
flavours and nutritive values, 
• Comer Freezer at - 19'C -
Allows you to place food 
direaly in it. 
• Free-fall ice cubes. Ice 
.stores 80-100 ice cubes. 
Extra l a i ^ ^ g rack 
• Holds up to 16 eggs. 
Flexible rack 
• Stores even tall containers 
without a problem. 
Extra l a i ^ vegetable 
crisper 
• Keeps vegetables fresh for 
t\\ice the normal time. 
S P E C I F I C A T I O N S 
MODEL 
DOORS 
CAPACITY 
FREEZER COMPARTMENl 
REFRIGERATOR COMPARTMENT 
COMPRESSOR 
DIMENSIONS 
HEIGHT 
^IDTH 
DEPTH 
BR 1852 
2 DOOR 
185 LITRES 
VOL 
IN LITRES 
43 
142 
TEMP 
IN DEC. C 
-18 
3T0 5 
i2ov; 
1332 mm 
545 mm 
599 mm 
Sole Typaal tempetature valu^ '^  .sukd here, may vary slighily by the frcqin-na of opening doMnj; 
^ ol iJoor> and also b>' the \ > iliinii' ot kxxj stoa-d in ihi- RetrigiTatmn Sy>k-ni 
Sp<.\ ilnations subjecl to ihjni;i.- wiihout noiicc. 
BPL Ri'trij;eraiu>ii i;:::;u 
Bl REFRIGERATING S Y S T E M S 
Essence of modern living 
l'.iLkc Koad. Bangalore-Smi om InJu Tel 22())ni3. 22iviiW2, 22o,-^ o,S). CABLl' I'lllMUB. Fax <) 1-80-2251936. 
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. • : ^ LAST YEAR IN AUG ARH 
MORE THAN 750 FAMIUES 
CHOSE ^ 
REFRIGERATORS 
• > ^ 
vVM 
THISYEARIN ALIGARH 
^ , 
REFRIGERATORS 
WILL ENTER MORE 
THEN 1,00.0 HOMES 
4^ND EVERY HOME Wlbb GET 
THE GODREJ ASSURANCE OF 
1. Superior technology 
2. Superior quality 
3. Competitive price 
4. Eff icient and prc^npt 
after sale service 
The Godrej is undoubicdiy 
India's bos! rcfrigcraior. 
No oilier refrigerator can 
match the Godrej by way 
«f performance, specc and 
materials uied. For years. 
T 
Refrigeratori 
Gtxlrej has worked to 
perfect its 290 and 165 hirf 
nxxlels so that today, you 
can buy one with your ey»s 
closed. And be absolutely 
sure you're getting the best 
value for your money 
TH€ OOORCJ W TO DAY THE LARGEST SELLING REFRIGERATOR IN THE COyMTR "^4 
b3 
from VIDEOCON 
VIDEOCON 
Manubctured in Technical Design and Drawing Collaboration with Matsushita Refrigeration Co., Japan, Manufacturers of The National Refrigerator. 
b4 
nnouiiciiig a major breakth 
Times change. Technologies 
change. Unfortunately, the 
world of conventional 
refrigerators hasn't altered 
much in a long, long time... 
But now 
there's 
JETMATIC. 
To put the 
latest 
Japanese 
technology at your 
fingertips. And open up a world 
of convenience and 
sophistication for you. As you 
read through the following 
features, you'll discover the 
many advantages JETMATIC 
offers over conventional 
models: 
JETMATIC DEFROSTING 
SYSTEM 
If you've ever had to deal 
with unwanted freezer water in 
your chiller 
compartment, 
you'd 
give 
anything for 
the new 
JETMATIC 
defrost 
system. 
Just the 
push of a button, and your 
problems are solved. A sloping 
defrost pan, placed strategically 
between the freezer and chiller 
compartment, directs stale, 
defrosted water to a concealed 
drainpipe at the 
back of the 
refrigerator. From 
here, the water 
flows into a 
collector pan at 
r-/ 
VNR A16AM 
Ji iF/7© 
k*ji*\s[tW.*)S<i 
• • - ^ ^ ^ • - I 
bo 
rough in coiiYeiitioiial refrigerators 
the bottom of the refrigerator, 
and is completely evaporated. 
No hassle. No fuss. When your 
refrigerator is defrosted, it 
restarts by itself. 
And your chiller 
compartment, of course, stays 
completely dry. 
JETMATIC FREEZER 
Take a look at any ordinary 
refrigerator. Then pull open the 
door of a new Videocon 
JETMATIC. You'll be amazed at 
how large the freezer 
compartment is. That's because 
the JETMATIC incorporates a 
unique design, where the walls 
of the freezer are flush with 
the walls of the refrigerator. 
You have 20% more space to 
store your meat, fish and 
ice-cream. 
There's more. Incorporating 
the latest, energy-efficient 
roll-bond technology, the 
JETMATIC freezer provides 
uniform cooling on all sides. 
Keeping your foods equally 
frozen all around. 
JETMATIC CHILLER 
COMPARTMENT 
Forget about the fuddy old 
chillers you've been used to. 
Here's a new, transparent 
chiller compartment. 
With a unique double tray 
design. So you can be sure the 
insides stay completely dry. 
Your perishables never have to 
get wet or soggy again. 
STUNNING LOOKS 
WITH CLEAN BACK 
Unlike other refrigerators, 
this one is aesthetically 
designed on all four sides. 
There are no ugly condenser 
coils behind the machine. Only 
concealed mullion dryer pipes 
which keep the sides and back 
of the refrigerator warm, and 
prevent moisture formation on 
the surface. 
In the long run, your 
JETMATIC stays dry and 
rust-free for years; even 
through the worst 
of monsoons. A 
clean-back design 
facilitates easy 
cleaning, and allows 
the refrigerator to 
be placed in even 
tight corners. While 
a handle-cum-sash 
design and choice of three 
elegant shades, allows the new 
JETMATIC to blend in with any 
decor... 
ADVANCED COMPRESSOR 
All said and done, 
it is finally the 
compressor which is 
the heart of a 
refrigerator. 
The JETMATIC has 
an imported, energy-efficient 
compressor that works 
silently and is even ^ ' ^ > j , -
tropicalised / .jf^^m 
to Indian 
conditions. 
SUPER PROTECTION WITH 
SUPER PUF 
A Super PUF insulation system 
ensures that atmospheric heat 
cannot get through to the inside 
of your refrigerator, and coldness 
is not dissipated to the 
outside. In addition. 
Super PUF also helps 
keep pests away. 
UNMATCHED QUALITY 
This Refrigerator, the first of its 
kind in India, is manufactured in 
technical design and drawing 
collaboration with Matsushita 
Refrigeration Co., Japan, 
manufacturers of The National 
Refrigerator. You get a 
five year Warranty 
on the sealed 
system. And all the 
service and 
attention you'd 
expect from a 
technological giant. 
Yes. dear customer, you have 
finally found what you ve been 
looking for. Do ask the dealer for 
a demonstration of this excellent 
new model. 
And yes, 
be ready for 
a big surprise 
when he tells 
you the price. 
•s=w« 
bo 
A. 
1. 
2. 
3. 
4. 
5. 
B. 
1. 
2. 
3. 
C. 
D. 
Cabinet 
Freezer 
Chiller 
Shelves 
Crisper 
Total Capacity 
Door Panel 
Egg racks 
Free Shelf 
Bottle Shelves 
External Dimensions 
Height 
Width 
Depth 
Weight 
Gross 
Net 
VNR A16AM 
Specifications 
Storage capacity — 37 Ltrs. With two ice trays; With 
unique shelf. 
Transparent sliding chiller with inner tray, Storage 
capacity — 9 Ltrs. 
Two adjustable wire shelves one glass shelf. 
Storage capacity — 11.5 Ltrs. Transparent Crisper. 
165 Ltrs. 
16 eggs 
For butter, cheese, chocolates, etc. 
Two Shelves for 8 large bottles. 
1174 mm 
524 mm 
545 mm 
36 Kgs 
34.5 Kgs 
m HI 
Manufactured in Technical Design and Drawing Collaboration with Matsushita Refrigeration Co., Japan, Manufacturers of The National Refrigerator. 
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Sterling 
THE 165 LITRE PREMIUM QUALITY REFRIGERATOR. 
STYLED IN EUROPE. ENGINEERED IN AMERICA. 
* * * 
< 
100% PUF INSULATION 
Polyurethane Foam insulation in the cabinet 
and door compartments improves energy 
efiBciency by reducing heal loss. And 
thinner walls give Sterling a more compact 
look. 
ACCESSORIES MADE O F 
SUPERIOR SAN MATERLU. 
Vegetable Tray, Bottle Trays and Butter/ 
Cheese Chest are made of the superior, 
transparent SAN material w-hich is longer 
lasting and scratch resistant. 
A UNIQUE DRIP TRAY 
INSIDE A LARGE CHILL 
TRAY 
A large Chill Tray with a unique Drip Tray 
for easy removal of defrosted water. It also 
gives ample space to chill food items that 
require low temperatures like meat, 
poultiy, milk products etc., and yet keeps 
them totally dry. 
REMOVABLE EGG SHELF 
A boon for vegetarians. Simpl>- remove the 
extra capacity egg holders from the egg 
tray and you have an additional tray for 
bottles. 
WORLD FAMOUS 
TOWER-SA\TR' 
COMPRESSOR 
The internationally' acclaimed 'Power-Saver' 
compressor ensures fast cooling and faster 
ice formation. Maintains low cabinet 
temperatures, even under high atmospheric 
conditions. Consumes minimal electricity 
and withstands wide voltage fluctuation. It 
holds the honour of being the only Indian 
refrigerator compressor to be exported 
woridwide. 
/ 
OTHER STERLING 
ADVANTAGES 
* All-steel construction and tough ABS liner. 
* Extra large crispcr 
* Table top and top lock 
* Defrost indicator 
* A wide range of attractive colours 
A L T H O R I S E D DEALER: 
AFTER-SALES SERNICE 
Sterling is backed by a dependable 
after-sales service of Kehinalor dealers all 
over India. 
Sold and serviced by : 
^ Expo Machinery Limited 
Pragao Tower, 26 Rajindra Place, New Delhi-UO 008. 
BRANCHES : 'tier, Delhi 'Bombay 'CalcuHa 'Madras 'Ahmedabad 'Bangalore 'Bhopal 
'Bhubaneshwar 'Chandigarh 'Cochin 'Dhanbad 'Ghaziabad 'Guwahari 'Jaipur 'Kanjxir 
*Kundli (Haryanaj 'Patna *Pune 'Raipur 'Secunderabad 'Vijayawada 'Visakhapatnam 
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• Your Zenith operates on 220 volts 
50 cycle AC supply (Wherever 
voltage is subject to wide 
fluctuation below 150 volts or over 
260 volts, use an appropriate 
automatic voltage correcting 
transformer of a good quality to 
provide protection to your 
appliance.) 
* Our guarantee will be effective only 
if the refrigerator is properly 
installed and connected by our 
authorised dealer or a competent 
engineer. 
OPERATION 
Your Zenith is cleaned well before 
despatch but during transport or 
storage it may have collected dust or 
dirt. Clean the cabinet, the freezer and 
the shelves with a soft cloth moistened 
in soap and water. Do not use strong 
detergents for cleaning as they may 
damage the finish. 
Now your Zenith is ready for 
operation. Plug in the wire and switch 
on. The interior light will light up on 
opening the door. 
Turn the thermostat knob to the 
desired position or number 4 average. 
You may select a different setting, say 
position 2 in winter when the outside 
temperature is low or position 4 in 
summer. Only when you need fast 
freezing of ica or ice-creams you can 
place thermostat on the maximum S 
position but remember to switch it 
back to position 4 or lower as soon as 
your purpose is served. Continuous 
operation on position 8 of the 
thermostat may cause damage to the 
compressor. 
STCR.A' 
Z^nllh retrig^r^ici- comprises iiva 
assential food storage ::ones. -^ -ach 
separatsiy and sjlcmaticaiiy baianoed 
ai ihe ccilmum Ismperaturs fsr irs 
particular food stcrsge function. 
_ ^ '. -r^ ^^]^J • .^ l'?r '-r^^ ^ ^i I ? ^ ^ - ^ > A ' i >-*rt 'f*fi IV-i SX<: ^ J7t 'i'l.-i'^ iS ;"r i 
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